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DATA	  
How	  do	  we	  
u7lize	  the	  data?	  
How to play the game 
-  Applying for the CMO of the DMO 
-  Contestants given 6 data facts 
-  Each will get 2 min to present how they 
would use it in marketing 
-  ADARA first party data is the source. 
-  Audience VOTE on who is the biggest GEEK.  
The DATA’ING GAME 
Let’s meet the 
data! 
New	  adara	  logo	  
First-­‐Party	  Data	  	  
Partnerships	  
(More valuable) 
90 + 
Partner	  Strong	  
• 250M+	  UNIQUES	  
MONTHLY	  
• OVER	  1B	  RICH	  
PROFILES	  
PER	  PROFILE	  
AVERAGE:	  
-­‐  19	  DATA	  TYPES	  
-­‐  23	  DATA	  POINTS	  
	  
Exclusive	  Data	  at	  Scale	  
Corporate, Sub-Brands and Individual Hotel Websites 
Rich	  Profiles	  
+300"
Million 
monthly"
unique 
profiles"
Over 1 billion rich profiles 
averaging:"
19"
DATA 
TYPES"
23"
DATA 
POINTS"
160,000,000	  travel	  
events	  stored	  
	  in	  our	  cloud	  
2,700,000	  confirmed	  
bookings	  and	  i:neraries	  	  
viewed	  
24	  
HOURS	  
at	  
44,000,000	  
	  ads	  shown	  to	  	  
travelers	  preparing	  	  
their	  trip	  
8,800	  
ci:es	  in	  the	  5	  
con:nents	  visited	  	  
by	  travelers	  
	  1,200,000	  
passengers	  
	  in	  the	  sky	  
26,000,000	  
travelers	  preparing	  their	  
future	  trip	  
A	  typical	  day	  with	  us:	  
Types	  of	  Travelers:	  
Non-­‐Business	  
All	  flights	  include	  a	  weekend	  stay	  
(except	  one)	  
Business	  
2+	  flights	  without	  	  a	  Saturday	  night	  
stay	  
Ultra	  
10+	  flights	  without	  a	  Saturday	  
night	  stay	  
Elite	  
Premium	  airline	  fare	  or	  luxury	  
hotel	  stay	  
0	  
5	  
10	  
15	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Sources: ADARA  transactional data September 2015 
Annual Business Trips 
Business	   Elite	   Ultra	  
US EMEA 
2.5% of travelers, 
but 13% of trips 
<1% of travelers,  
but 9% of trips 
Annual Business Trips Globally:  
US & EMEA 
30	  
Let’s meet  
the Geeks 

THE PROOF WILL  
   COME FROM…"
1.	  Tradi7onal	  CVB	  in	  the	  midwest.	  	  
2.	  No	  major	  airport	  hub.	  	  
3.	  Primarily	  drive	  market.	  	  
4.	  Minimal	  interna7onal	  visits.	  	  
5.	  Popula7on	  2,000,000	  people.	  	  
6.	  CVB	  marke7ng	  budget	  $3,000,000	  
7.	  Product	  is	  general	  	  
8.	  Tradi7onal	  Spring/Summer	  season.	  
THE PROOF WILL  
   COME FROM…"

HEATHER Matt 
Data Point: Families Purchase Earlier 
Media Gravity  
BEER TOWN, USA 
Travel Intender 
(“Sam”) 
I	  want	  to	  go	  
to	  the	  beer	  
fes7val!	  	  With	  
my	  family!	  
Trip 
Booking  
Window 
First Media Exposure 
Arrival 
Sample Schedule based on Media Gravity 
Campaign Schedule!
August - September - October!
Campaign Elements! 1-Aug! 15-Aug! 1-Sep! 15-Sep! 1-Oct! 15-Oct!
Pandora Tap to Register"  "  "  "  "  "  "
Trip Advisor Retargeting & ROS"  "  "  "  "  "  "
Native Story Content Campaign"  "  "  "  "  "  "
FWCVB Email Blast"  "  "  "  "  "  "
Adara Retargeting & Prospecting"  "  "  "  "  "  "
Facebook Advertising"  "  "  "  "  "  "
Expedia"  "  "  "  "  "  "
HEATHER 
Families	  purchase	  earlier	  
•  Focus	  on	  in-­‐market	  experiences	  
• Behavioral	  targe7ng	  
• Mobile	  –	  mobile	  -­‐	  mobile	  
•  Influencer	  network	  
•  Families	  use	  more	  OTAs	  
• Appeal	  to	  moms	  (wink,	  wink)	  
“…	  we	  are	  beginning	  to	  use	  
real	  people	  to	  tell	  brand	  stories	  
for	  us.	  This	  is	  as	  experien7al	  as	  
it	  gets.”	  
	  
HEATHER 
Justin  
Establish	  Demographic	  
Last	  year’s	  fes7val	  showed	  an	  younger	  demo,	  evenly	  split	  Male/Female	  
Focus	  on	  solo	  travelers	  and	  younger	  couples	  for	  
external	  marke7ng	  efforts	  
Establish	  Assets	  
Here’s	  what	  we	  have	  to	  work	  with…	  
	  
•  Event	  website	  (op:mized	  for	  mobile)	  
•  eNewsleSer	  subscriber	  list	  of	  (10,000+)	  
•  Discounted	  hotel	  rooms	  that	  include	  VIP	  :cket	  packages	  
•  Early	  entry	  
•  VIP	  area	  with	  food	  
•  Special	  giX	  
•  Central	  City	  Beer	  Trail	  -­‐	  	  online	  ar:cle	  and	  in-­‐town	  booklet	  that	  
promotes	  our	  amazing	  craX	  brewery	  scene	  
•  Photos	  &	  video	  from	  last	  year’s	  event	  
•  Purchase	  data	  from	  last	  year’s	  event	  for	  follow-­‐up	  marke:ng	  
(15) (10) (5) 0  5  10  15  20  25  30  35  40  
Non-Business 
Business 
Elite 
Ultra 
Day 0 - Flight Booking 
Providing	  Ample	  Time	  to	  Reach	  These	  Audiences	  
Source:	  ADARA	  	  transac7onal	  data	  
September	  2015	  
	  
•  Avg.	  travel	  planning	  7meline	  -­‐	  US	  	  
Flight search to booking First hotel search Hotel booking Trip departure date 
BOOKING PLANNING 
44	  
HEATHER 
Justin  
Hit	  Endemic	  Beer	  Audience	  Hard	  
Use	  exis7ng	  affinity	  for	  crap	  beer,	  target	  about	  three	  weeks	  out	  
with:	  
	  
•  Promoted	  blog	  posts	  from	  na7onal	  beer	  bloggers	  
•  Crap	  Beer	  &	  Brewing	  display	  &	  eblast	  
•  Drap	  Magazine	  eblast	  
•  Purchase	  retargeted	  ads	  from	  beer	  sites	  (focus	  on	  region)	  
•  Retarge7ng	  from	  the	  beer	  pages	  on	  my	  site	  	  
•  Ads	  on	  Thrillist	  and	  Eater	  nightlife	  channels	  
•  Partnership	  with	  Untappd	  (beer	  geek	  app)	  
•  Digital	  toolkit	  for	  par7cipa7ng	  brewers	  to	  spread	  the	  word	  
HEATHER 
What’s	  the	  right	  7me	  to	  reach	  audiences?	  
•  40+	  days	  in	  leisure	  market	  
•  30+	  days	  in	  business	  market	  
Leisure	  
Business	  


What’s	  the	  right	  7me	  to	  reach	  
audiences?	  
HEATHER Matt 
Data Point: Providing Ample Time to Reach Business 
Travelers  
I’m Gonna Need 
More Media Gravity. 
54	  
Example: Trip Advisor v Expedia 
Media Gravity Example 
Expedia has more gravity 
= shorter lead time 
55	  
Media Gravity + Cross Marketing  
Beer 
Festival  
56	  
Media Gravity + Cross Marketing  
Booking	  Plarorms	  Move	  to	  Mobile	  
•  Mobile	  bookings	  as	  share	  of	  online	  bookings	  	  
2013 2015 
European	  travelers	  18-­‐34	  who	  use	  mobile	  devices	  use	  apps	  	  
(vs.	  mobile	  browser)	  45%	  of	  the	  7me	  Fast	  Fact	  
0% 
10% 
20% 
30% 
US Europe APAC 
57	  
+170%	  
+82%	   +67%	  
HEATHER 
Move	  to	  mobile	  
•  Mobile-­‐first	  adver7sing	  
•  Partner	  with	  conven7on	  and	  Beer	  Fest	  apps	  
•  Partner	  with	  Arrivalist	  to	  track	  adver7sing	  and	  
measure	  migra7on	  to	  market	  
•  Beer	  Fest	  website	  should	  be	  fully	  responsive	  
•  Use	  PRIZM	  segmenta7on	  to	  iden7fy	  vendors	  
•  Work	  with	  vendors	  on	  A/B	  messaging	  

HEATHER Matt 
Booking Platforms Move to Mobile 
HEATHER 
Justin  
Tradi:onal	  Online	  Plays	  a	  Big	  Role	  
Yes,	  mobile	  is	  important,	  but	  so	  are	  other	  online	  plarorms…	  
	  
•  Work	  with	  7cke7ng	  partner	  to	  ensure	  mobile	  7cke7ng	  
experience	  is	  great	  
•  Focus	  on	  social	  –	  20%	  of	  all	  mobile	  minutes	  are	  to	  
Facebook	  or	  Instagram*	  
•  Rockeruel	  display	  –	  regional	  targe7ng	  based	  on	  exis7ng	  
propensity	  to	  visit	  
•  Adara,	  OTAs,	  both	  on-­‐site	  and	  retarge7ng,	  once	  search	  is	  
established	  for	  hotel	  or	  flight	  if	  they	  match	  the	  demo	  
•  Video	  of	  last	  year’s	  event	  via	  SpotXchange	  and	  Google	  True	  
View	  
•  SEM	  for	  event	  sugges7ons	  and	  regional	  brewery	  searches	  
	  
*Facebook	  Travel,	  2015	  
43%	  
8%	   3%	   2%	   1%	   1%	   2%	   1%	  
Facebook	   TwiSer	   Instagram	   Pinterest	   Tumblr	   Snapchat	   Reddit	   Vine	  
Base: Travelers: N=500, Business Travelers: N=696, Non-Travelers N=250  
Q1a Which of the following devices do you currently own?  
Which	  social	  media	  do	  you	  o;en	  use?	  	  
Non-­‐	  
Travelers	  
Business	  	  
Travelers	  
Travelers	  
Travelers are Heavy Social Media Users 
65	  
62%	  
33%	  
25%	  
21%	  
18%	   18%	   16%	   15%	  
67%	  
42%	  
32%	  
26%	   24%	   24%	  
20%	   20%	  
HEATHER Matt 
Using Data to Target Social Media Campaigns 
67	  
Travelers are Heavy Social Media Users 
68	  
HEATHER 
Justin  
Extensive	  Social	  Tac:cs	  
Leave	  no	  social	  stone	  unturned…	  
	  
•  Facebook	  organic	  posts	  and	  promoted	  posts	  targe:ng	  
of	  fans	  par:cipa:ng	  brewers	  
•  Facebook	  targe:ng	  of	  exis:ng	  beer	  fes:vals	  in	  
regional	  markets	  
•  Instagram	  +	  Facebook	  using	  sequen:al	  ad	  targe:ng	  
(Insty	  first,	  FB	  second)	  
•  Video	  of	  last	  year’s	  event	  as	  na:ve	  FB	  video	  
•  TwiSer	  ads,	  esp	  during	  football	  games	  
•  Contest	  
HEATHER 
Travelers	  are	  heavy	  social	  media	  users	  
•  Significant	  ad	  investment	  in	  social	  media	  
•  Make	  crea7ve	  adjustments	  based	  on	  window	  
and	  funnel	  
•  Leverage	  influencer	  network	  to	  reach,	  engage	  
and	  influence	  

Base: Travelers: N=500, Business Travelers: N=696, Non-Travelers N=250  
Q25 Now thinking about managing your money, how often do you do each of the following? 
Pay	  Monthly	  SubscripCon	  Fee	  
	  	  Pandora	  One	  
	  	  Spo7fy	  
	  	  HuluPlus	  
	  Amazon	  Prime	  
	  	  Nerlix	  
22% 
9% 
3% 
1% 
1% 
42% 
27% 
17% 
12% 
11% 
48% 
31% 
21% 
16% 
15% 
Business Travelers 
Travelers 
Non-Travelers  
Travelers are More Likely to Pay for 
Media Subscriptions 
74	  
HEATHER 
Justin  
Addi:onal	  Tradi:onal	  Tac:cs	  	  
	  
•  Online	  streaming	  radio	  ads	  on	  Pandora	  
targe7ng	  demo	  in	  region	  
•  Regional	  radio	  
•  Public	  rela7ons	  –	  top	  ten	  great	  beer	  
fes7vals	  in	  Central	  City	  
•  eNewslewer	  with	  all	  tourism	  subscribers	  
HEATHER 
Travelers	  use	  media	  subscrip:ons	  
	  
Be	  good	  partners	  with	  your	  
media	  vendors!	  



HEATHER Matt 
v	  
Data Point:  Travelers More Likely to Pay for 
Media Subscriptions 
•  Build lookalike audiences 
using Pandora emails in a 
paid social campaign 
directing users to engage with 
the event landing page via 
contest or special offer 
related to the event 
Targeted Pandora users can be 
marketed to via: 
•  Direct email marketing 
•  Retargeted advertising for 
those that arrive via social 
media landing pages 
Business	  Travelers	  Take	  More	  
Personal	  Flights	  -­‐	  US	  
Annual business trips Annual personal trips 
8 11 
23 
3 
3 
7 
12 
0 
10 
20 
30 
40 
Non-Business Business Elite Ultra 
On	  average	  American	  households	  spend	  $3K	  annually	  	  
on	  personal	  travel	  	  Fast	  Fact	  
84	  
HEATHER 
Business	  travelers	  are	  geyng	  personal	  
•  Business	  travelers	  are	  more	  engaged	  with	  brands	  
and	  loyalty/reward	  programs	  
– Work	  with	  Adara	  and	  Sojern	  to	  target	  loyalty	  and	  
reward	  programs	  
–  Target	  “look	  alike”	  audiences	  in	  social	  media	  
– Work	  with	  mee7ng	  planners	  (short-­‐term	  and	  long-­‐
term)	  
–  Promote	  +1	  packages	  

HEATHER Matt 
Targeting the Business Traveler 
©2015	  ADARA,	  Inc.	  All	  rights	  reserved.	   89	  
AIR	   HOTEL	  2.5Bn	  searches	  
140M	  bookings	  annually	  	  
2Bn	  searches	  
110M	  bookings	  annually	  	  
80+	  
first	  party	  data	  
partnerships	  
300M+	  
monthly	  unique	  
profiles	  
Over	  1B	  
rich	  profiles,	  with	  per	  profile	  average:	  
19	  data	  types	  	  	  |	  	  	  23	  data	  points	  
Business	  
Traveler	  
•  1K	  Frequent	  Flier	  #1234	  
•  Male	  
•  Flies	  Mid	  Week	  Trips	  Open	  
•  First	  or	  Biz	  	  Class	  Ticket	  
•  Biz	  Credit	  Card	  Holder	  
•  Staying	  2	  nights	  
•  Carries	  Smart	  Phone	  
•  Booked	  Rental	  Car	  
•  Frequent	  Rental	  Car	  User	  
•  Member	  of	  Biz	  Loyalty	  Program	  
Data Point:  Business Travelers Take a Ton of Trips.  Let’s 
be Friends. 
•  Offer	  a	  special	  ‘Beer	  Fes7val	  Extended	  Stay	  Offer’	  to	  
conven7on	  awendees	  directly	  through	  the	  planner’s	  email	  
list.	  
•  Create	  a	  suggested	  weekend	  i7nerary	  that	  includes	  the	  
beer	  fes7val	  and	  promote	  on	  the	  conven7on	  website	  or	  
mee7ng	  planner’s	  blog.	  
•  Or	  just	  send	  them	  this	  video:	  
HEATHER 
Justin  
Conven:on	  Marke:ng	  Tac:cs	  
•  Invite	  the	  mee7ng	  planners	  to	  stay	  post-­‐
event	  (comp)	  
•  Pre-­‐promote	  to	  awendees	  via	  custom	  
microsite	  (event	  and	  7cket	  discounts)	  
•  Twiwer	  promo7on	  via	  conference	  hashtag	  
•  Discount	  table	  inside	  of	  conven7on	  center	  
•  Signage	  inside	  and	  outside	  of	  conven7on	  
center	  
•  Adara	  ads	  for	  anyone	  ID’d	  over	  these	  dates	  
booking	  Sunday	  –	  Thursday	  with	  an	  
“extend	  your	  trip”	  message	  
•  Tap	  the	  “Conven7on	  X	  Ale”	  on	  the	  show	  
floor	  as	  a	  promo7on	  during	  the	  fes7val	  
VOTE	  	  
Who’s	  the	  
biggest	  GEEK?!	  
